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As a new social media with its simplicity, convenience and speed, Micro-blog has a 
powerful transmission force and information content. So Micro-blog has developed to be 
the hottest transmission media and the most important platform where the tourists get 
tourism information. With Micro-blog, the most hottest social media today, as the point 
of entry and Hangzhou Tourism Committee using Sina official Micro-blog as an example, 
this essay researches the micro-blog’s influence to the Tourism Decision-making in the 
way of empirical study. And on the basis of this, this essay raises targeted and feasible 
advices to improve the Micro-blog marketing effectiveness of the tourism destinations. 
This study mainly focuses on the following questions：The influences and its degree 
of the tourism destinations’ micro-blog marketing ways to the tourists’ degree of 
participation to the Micro-blog-marketing; The influences and its degree of the tourism 
destinations’ Micro-blog-marketing ways to the tourists’ image perception and choice 
willing to the tourism destination and their tourism consumption-decisions; The 
influences of  the tourists’ degree of participation to the tourism destinations’ 
Micro-blog-marketing to the tourists’ image perception and choice willing to the tourism 
destination and their tourism consumption-decisions; what measures the tourism 
destinations should take to attract the tourists participate to the tourism 
Micro-blog-marketing and make them choose to travel there. The writer asked these 
questions through the questionnaire survey researches and find the enlightenments of the 
tourism destinations’ Micro-blog marketing, which are: exactly finding the target groups 
and realizing precision marketing; fully exploiting the Micro-blog’s characteristics and 
highlighting visual marketing; creating interactive atmosphere, extending the effective 
online time of the fans and improving the active degree;  planning various marketing 
activities and enhancing the Micro-blog’s influence; highlighting different marketing 
focus for different tourism products; doing relationship marketing with the Micro-blog as 
a link; making the Micro-blog as tourism destination’s image maintenance platform to 

















The paper introduces the Micro-blog-marketing to the tourism decision. This has 
some innovation. At the meanwhile, this not only widens the tourism theory research, but 
also provides reference resources and guidance to the tourism destination’s Micro-blog 
marketing. 
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发布的数据显示，Twitter 的全球用户访问量 2007 年还不到 10 万，2009 年 10 月猛
然增长至 5840 万，市场估计价值达到 10 亿美元。美国市场研究公司 Twopcharts 的















用户从 6311 万快速增长到 1.95 亿，增幅高达 208.9%，至 2011 年年底我国的微博
用户已经超过了 3 亿②。如此强劲的微博风必然掀起一股强劲的信息传播风暴，带来
                                                        
①资料来源：http://news.xinhuanet.com/zgjx/2012-02/22/c_131425326.htm 







































目的地主管部门的官方微博一开通，就吸引了大批粉丝。截至 2012 年 3 月 3 日晚上
8 点，浙江省旅游局新浪官方微博共发布 4299 条微博，其粉丝高达 82.8 万；山东省















旅游局新浪官方微博拥有粉丝近 44.9 万，发布微博 3295 条； 杭州市旅游委员会新
浪官方微博拥有粉丝 33.2 万余人，发布微博 2695 条；厦门鼓浪屿旅游攻略新浪微
博拥有粉丝 33.3 万余人，发布微博 2134 条；福建省旅游局新浪官方微博拥有 23.3
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